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A N ALYZl !\,G CONSUf/.ER M AR KE-S CHAPTER 6 

MARKETING INSIGHT H OW CONSUMERS REALLY MAKE DECISIONS 

One of the most active a d 
behavioral decision theory ~~D~m~ resea~ch areas in marketing is 

fascinating influences and outc~meesearc ers have uncovered many 
ft h s in consumer decision making 

obentc allenging predictions from economic theory and assumpbon~ 
a ou rationality. 

■ Consumers are more likely to choose an alternative (a home 

brea_d_ bakery) after a relatively inferior option (a slightly better but 

significantly more expensive bakery) is added to the chrnce set. 

■ Consumers are more likely to choose an alternative that appears 

to be a compromise in the particular choice set under considera­
tion. 

■ The choices that consumers make influence the1r assessment of 
their own tastes. 

■ Shifting attention to one of two considered alternatives tends to 

enhance the perceived attractiveness and choice probability of 
that altematJve. 

■ The manner in which consumers compare products that vary in 

terms of price and perceived quality (features, brand name) and 

the way those products are displayed 1n the store (by brand or by 

model type) affect their willingness to pay more for additional fea­

tures or a better-known brand. 

■ Consumers who think about the poss1b1lity that their purchase 

decisions will turn out to be wrong are more likely to choose 

better-known brands. 

■ Consumers for whom possible feelings of regret are made more 

relevant are more likely to choose a product that is currently on 

sale rather than wait for a better sale or buy a higher-priced ,tern. 

■ Consumers ' choices are influenced by subtle (and theoretically 

inconsequential) changes in the way alternatives are described 

■ Consumers pred1ctJons of the r iuture tastes are not axura:e­
they do not really know ho,·, they 1·,111 fee' after :o,sLmi~o tne 

same flavor of yogurt or ice cream several bmes -

• Consumers often overesumate the durauon oi me'r O\era erro­

tional reactions to iuture e, ents (mo.es financ al 1·, rofa!is. CL,­
comes of sporting events). 

■ Consumers often overestJmate their future consumpjon. es;:ie­

c1ally 1f there 1s limited ava1labllrty (wh•ch may explain 1•,hy B'ac,1 

Jack and other gums have higher sales when a,ailab•llfy ·s ..,,_ 
1ted to several months per year than when they are offered year 
round) . 

• In anticipating iuture consumpllOn oppommrties. consumers ofter 

assume they will want or need more vanety than they actuaiti do. 

■ Consumers are less likely to choose alternatives with product 

features or promotional premiums that have little or no value 

even when these features and premiums are optional (l,ke the 

opportunity to purchase a Collector's Plate) and do not reduce the 

actual value of the product in any way. 

■ Consumers are less likely to choose products se!ecred oy other 

consumers for reasons that they find irrelevant. even tnough 

these other reasons would not suggest anything positil e or neg­

ative about the products' values. 

■ Consumers' interpretations and evaluations of past expenences 

are greatly influenced by the ending and trend of events A po;,1-

tive event at the end of a sefV!Ce experience can color later reflec­

tions and evaluations of the experience as a whole. 

What all these and other studies reinforce 1s that consumer 

behavior is very constructive and that the coniext of decisions real~, 

matter. Understanding how these effects show up m the marketplace 

can be crucial for marketers. 

I 
■ Consumers who make purchases for later consumption appear to 

make systematic errors in predicting their future preferences. 

- - ----- - -
Sources For an overview of some Issues involved, see James R Bettman, Mary Frances Luce. and John W Payne, "Constructive Consumer Cho•ce Processes: Jouma of 

I Consumer Research 25 (December 1998) 187- 217, and ltamar Simonson. "Getting Closer to Your Customers by Und~rstand1ng How They Make Cho,ces,- Ca torr. 3 

Management Review 35 (Summer 1993) 68--84 For examples ol classic studies 1n this area, see some ol the following. Dan Anely and Ziv Carmon, "Gestalt Charactensncs 

I of Experiences· The Defining Features of Summarized Events," Journal of Behavioral Oec1s1on Making 13, no 2 (Apnl 2000). 191-201 , Ra'II Dhar ano Klaus Wenenbroch 

I "Consumer Choice between Hedornc and Ut1htanan Goods," Journal of Marke/mg Research 37 (February 2000) 6D-71 , ltamar Simonson and Anios Tiersky, -cho,ce in 

Context Tradeoff Contrast and Extremeness Aversion," Journal of Marke/mg Research 29 (August 1992). 281-95, ltamar Simonson, ·Toe Etfects of Purchase auanbtv and 

U
rning on variety-Seeking Behavior," Journal of Marke/mg Research 27 (May 1990)· 15D-62. Frank R Kardes, Consumer Behav,or and Managenal Dec s,on Makin;, 2nd 

d. (Upper Saddle River. NJ Prentice Hall, 2003). -----

2. The representativeness heuristic-Consumers base their predictions on how represen­

tative or similar the ou tcome is to other examples. One reason that package appearances 

may be so similar for different brands in the same product category is that they want to 

be seen as representative of the category as a whole. . . . . . 
3. The anchoring and adjustment heuristic-Consumer~ amve at an m_1~al J~~gment and 

then adjust it based on additional information. For serVIces marketers, It 1s cntlcal to make 

a strong first impression to establish a favorable anchor, so that subsequent experiences 

are interpreted in a more favorable light. 

Note that marketing managers also may use heuristics and be subject to biases in their 

decision making. "Marketing Memo: Decision Traps" reveals 10 common mistakes man­

agers make in their decisions. 
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PART 3 
CONNECTI NG W ITH CUSTOMERS 

-----
DECISION TRAPS 

MARKETIN G MEMO 
---- -------- ----- -

In Decision Traps, Jay Russo and Paul Schoemaker reveal the 10 
most common mistakes managers make in their decisions. 

1- Plunging In-Beginning to gather information and reach con­
clusions without taking a few minutes to think about the crux of 
the issue you 're facing or how you believe decisions like this 
one should be made. 

2. Allowing Frame Blindnes~Setting out to solve the wrong 
problem because you've created a mental framework for your 
decision with little thought. causing you to overlook the best 
options or to lose sight of important objectives. 

3. Lacking Frame Control-Failing to consciously define the 
problem in more ways than one, or being unduly influenced by 
the frames of others. 

4. Being Overconfident in Your Judgment-Failing to collect 
key factual information because you are too sure of your assump­
tions and opinions. 

5. Using Shortsighted Shortcut~Relying inappropriately on 
"rules of thumb" such as implicitly trusting the most readily avail­
able information or anchoring too much on convenient facts. 

. Hl Believing you can keep straight all the 
6. Shootm_g from, th~ls:;;red. "winging it" rather than following 

Information_ you ve d when making the final choice stematIc proce ure 
a sy . Failure-Assuming that with many smart peo-

7. Allowing Grou~d choices will follow automatically, and therefore 
pie involved, go th group decision-making process. failing to manage e 

. rself about Feedback-Failing to interpret the evI-
8. Foo/mg You t utcomes for what it really says, because you 

dence from,. paysou~ ego or hindsight ettects trick you. are protec ing . . . . 7iack-Assuming that experience will make ,ts g Not Keeping r. . • • •
1 

ble automatically and therefore failing to keep sys-lessons ava1 a ' . . . ds 10 track the results of your decIsIons and analyze temat,c recor 
them in ways t11at reveal their key lessons. 
Falling to Audit Your Decision Process-Failindg to create an 

10. organized approach to understanding your own ec1s1on mak­
ing, so you remain constantly exposed to all the other nine dec1-
sIon traps. 

· · · o · · M kl and How to Overcome Them (New York: Doubleday, 19901 
Sources J Edward Russo and Paul J. H Schoemaker, Oec1s1on Traps. Ten Barners to Bnlhant ec1s1on a ng see also, J Edward Russo and Paul J. H Schoemaker, Wmmng Decisions. Gettmg It Right the First Time (New York: Doubleday, 2001 ). 

Mental Accounting 
Researchers have found that consumers use mental accounting when they handle their money.65 Mental accounting refers to the way consumers code, categorize, and evaluatr financial outcomes of choices. Formally, it is "the tendency to categorize funds or items of value even though there is no logical basis for the categorization, for example, individuals often segregate their savings into separate accounts to meet different goals even though funds from any of the accounts can be applied to any of the goals."G6 

For example, assume you spend Rs. 50 to buy a ticket to see a concert.6i As you arril'e at the show, you realize you've lost your ticket. You may be unsure about purchasing another ticket for Rs. 50. Assume, on the other hand, that you realize you lost Rs. 50 011 the way to b u1· the ticket. You might be mu~h more likely to go ahead and buy the ticket anyway. Although you lost the same am_ount m each case-_Rs. 50-in the first case, you may have mentally allocated Rs. 50 for going to a concert. Buymg another ticket would exceed your mental ron· cert budget. In the second case, the money you lost did not belong to any account, so you had not yet exceeded your mental concert budget. 
According to Chicago's Richard Thaler mental accouiiti·r1 · b d f k ·<irt' • • 

' < g 1s ase on a set o ·ev t pnnc1ples: 
. 

1. Consumers tend to segregate gains. When -1 seller ha· s , d . -,. · ct· · · , d · ' a pro uct with more than one po~ tJve 1mens1on, Its es1rable to have the consume 1 . . ., I Listing multiple benefits of a la , • d . 
1 

r eva uate each d1mens1on sepa1,11r l · , rge m ustna product for e I k 1 . in of the parts seem greater than the whole. ' xamp e, can ma e t 1e su 
2. Consumers tend to integrate losses Marketer 1 . . thing if its cost can be added 10 an~th 

1. s lave a distmct advantage in selling some-to view additional expenditures 'favo aebrl ar~e purchase. House buyers are more inclined r, y given the high . fb 1 3. Consumers tend to integrate srnnller los ·, . 
1 pnce o uying a 1ousc. . 

1 
. . sis wu' largerga · 'fh .. II . " . ic1p e might explain why withholding tax , fr . · 111s. e cance anon pnr es om monthly p h k . h large. lwnp-sum tax payments- the smaller .11 1 ldi aye ec s 1s less aversive t an larger pay amount. Wl 

110 ngs are more likely to be absorbed by the 
4. Consumers tend to segregate small gains fr . . • I might explain the popularity of reb· 

1 b_om large losses. The "silver lining" pnncip e a es on ig-ttcket purchases such as cars. 
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Profiling the Customer Buying-Decision Process 

I low 1w1 111<1
1 

J..1 •1 c-r., It ·a I'll nhou t I he Magi•s in t hl' buying process for their product? They can 

111111k 11h0111 ilow I hl'y tlH•111:-.dvPs Would act, in the introspecti/li' method. They can interview a 

.,1m1ll 11ur11hc>1 oft c•n•nt pu1d1,1sn~. asking them lo recall the events leading to their purchase, 

111 the• n•t1os111'1'1i,,,, 111,•thod. Thc>y can llsc.> Ihle' 11ros111•ctive method to locate consumers who 

plun lo 1111)
1 

lh<' piod11<·1 and ask them 10 think out loud about going through the b_uying 

prprc•ss, or I hl'y rn II nsk consu llll'rs to dl'srrlbe the ideal way to buy the product, m the 

im•srr l11ti1•,· 111,•rt,I}(/. li,wh IIH'I hod yi<'lcls a picture of the steps in the process. 

I) )'I ng lo II nderstnnd t lw cus1on1er·s behavior in connection with a product has been 

rnll1•cl 11111ppi11g I Ill' 1·usto111t•r's c·ons11111ptio11 .1ysre111,"11 c11sro111er activity cycle,
69 

or customer 

Sl'l'll<trio. ' " Mnrkc•lc-r:-. cun do this for such activity clusters as doing laundry, prepar~? _for a 

Wl'ddlug, or h11yl11g u car. Buying n cnr, for example, includes a whole cluster of act1V1t1es­

rhoo~l11g ti 1<• rar, li11unring thl' purchase, buying insurance, buying accessories, and so on. 
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, model of consu Defino tho consumor market and construct a simple 

Model of Consumer Behavior (PP 134- 135) 

Namo tile four major factors that Influence consumer 
buyer behavior. 

Characteristics Affecting Consumer Behavior (PP 135- 149) 

. d the stages in the buyer dec ision List and define the major types of buying decision behavior an 
process. 

Buying Decision Behavior and the Buyer Decision Process (PP 150-1541 

Describe the adoption and diffusion process for new products. 

The Buyer Decision Process for New Products (PP 154- 156) 
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The Model of Buyer Behavior 

The environment 

Consumer:; mnkL' m.lny buying decisions every dny, nnd the buying dt>cis io n is the · , 11 
pc>int of thL' marketer 's effort. Most lnrge companies rese:irch consumer buying dt't·i~il'1 ·n 
gn ,.,t dl'l,1il to ,mswer questions nbout what consumers buy, where they buy, ho w ,m d ,, 
much thL'y buy, w hL'n thL'y buy, nnd why they buy. Marketers can study :ictu,,l nm,1 , r 
purchnsL's to find out whilt they buy, wht>re, nnd how much. But learning nbout tht· 
behind consumer buying bL'hnvior is not so ensy-the answers are often locked deL'P 11 ,1 

the consumer 's m ind. Often, consumers themselves don't know ex:ictly wh,1t in.fluL'nCt', 1 
purch,,scs. 

The centrnl question for marketers is this: How do consumers respond to v.uiou, I' 

kL'ling l'ffnrts thL' cnmpnny might_ use? The st.uting point is the stimulus-response ni. 
of buyL'r bL'hnv,or shown m • Figure 5.1 . This figure shows tha t m ,ukehng .rnd ,, 
s timuli enter the- consumer's "bl,,ck box" and produce ct•rtain responst>s. 

Mnrketers want to undL'rSt,m d how the stimuli :ire chr1n •ed · t · \ , . . · · , g in u responses Ubl, , consumer s black box, w hich has two pnrls First tl,e btiy, , . I t • · · ti . · , 1:r s c 1,1r,1c e n stics m u, how lw or sill' pt'fL"L'lves nnd rL'ncts to tlw s timuli Tl,, .. ,, I· . • . . 
1 

i . ' l,-~ C \,\fc\Ctt'n.sllcs 11\C lll l ' ., I .-ty of cultur,,l, sonnl, pt•rsonnl, ,md ns)'Cho llwic, l f , ·t -- S . ~ . r o • , c OI s . L'<.e0l\u, the buyl'r s d,·, 1· 

Buyer's black box 

Buyer responses 
Marketing stimuli 

Product 
Price 
Place 
Promotion 

Other 
Economic 
Technological 
Social 
Cultural 

Buyer's characteristics 

Buyer's decision process 
Bu · ying attitudes and preferences 
Purchase behavior: what the buyer buys 
when, where. and how much 

Brand engagements and relat1onsh1ps 

wo Cllll l\l~OS\llll tho wllals . wht11llS. und w llcns ol b11y,•1 
Doh~vto, Out Ii'~ rhlfcull to "stJe" ,11~1do 1111: co11~11111e1 s 
ilend nnd riuuro ~•II lhc wilys llhni's why ,t ~ i:nllorl 
tnr 1>1,lfk l>OXI 
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Culture 
The set of basic values, perceptions, 

wants, and behaviors learned by a 

member of society from family and other 

important institutions. 

Subculture 
A group of people with shared value 

systems based on common life 

experiences and situations. 
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pron•;,;, it;,<•II ,ltfcc l ,-, I ii ;, ,, r lw 1 bcl1 .i , \(l r ·1 J.i.., l!1". ,~it111 I>r,1c,: ;,,-- lro1n 1H'L'd rl',ogl\ltI011 , 

111fon n ,1til1n Sl',1rch , ,111 d ,1lt ,•r11,1ti v,· <'1 ,1l11,1Ii , 111 11 , t he pu1ch,1se l1L'L·isi ,1n .ind p<>stpur­

chc1se lwh,11·io1 - [,pg in •, lon:; h,·f,1 rL' llw ,1l'l u,1I p u1,·h,i,;L' d,•ci,-, 1r1n ,ind L'l>nlinul'" l11n~ 

,1fter. \/\/c· 1,)f'l-. fir ,-, ( ,1! l 11 1yc ,· , ·h,1 r,h·lc 1·1 ,, li , ·-; ,l e- tl1<')' .i fft 'L' l L> u rc r bch,11·i,1r .md lh 1..• n d1 sn 1:-s 

tlw buyL'r rkci;, 1u1 1 pwn•ss. 

· Characteristics Affecting Consumer Behavior 
Consumer purchast•s art· influenced strongly by cu ltural, socia l, person,11, and psycholugi­

ca l characte ris tics, as shm,v n in n Figure 5.2. F1H· the mos t p<1rt, m,1rke tl'rs camwt contwl 

such factors, but they must take' them into c1ccount. 

Cultural Factors 
Cultural fac tors exert a broad and deep influence on consumer behavior. Marketers need to 

understand the role played by the buyer's c11//11rc, 511/Jrn //11re, and socinl c!nss . 

Culture 
Culture is the most basic cause of a person's wants and behavior. Human behavior is 

largely learned. Growing up in a socie ty, a child learns basic va lues, perceptions, wants, 

and behaviors from his or her family and other important in stitutions. A child in the 

United States normally is exposed to the following values: achievement and success, 

freedom, individualism, hard work, activi ty and involvement, efficiency and practica l­

ity, material comfort, youthfulness, and fitness and health . Every group or society has a 

culture, and cultural influences on buying behavior may vary greatly from both county to 

county and country to country. 

Marketers are always trying to spot rnlt11rnl shifts so as to discover new products that 

might be wanted. For example, the cultural shift toward grea ter concern about health and 

fitness has created a huge industry for health-and-fitness services, exercise equipment and 

clothing, organic foods, and a variety of diets. 

Subculture 
Each culture contains smaller subcultures, or groups of people with shared value system s 

based on common life experiences and si tua tions. Subcultures include nationalities, reli­

gions, racial groups, and geographic regions. Many subcultu res make up important mar­

ket segments, and marketers often design products and m arketing programs tailored to 

their needs. Examples of three such important subculture groups are Hispanic Am erican, 

African American, and Asian American consumers. 

e FIGURE I 5.2 
Factors Influencing 
Consumer Behavior 

Cultural 

Many brands now target 
1 specific subcullures-sucl1 as 

Hispanic American, African 
American. and Asian American 
consumers-wit11 marketing 

, programs tailored to their 
specific needs and preferences 

' 

Culture 

Subculture 

Social class 

Social 
Personal 

Groups and social Age and life­
cycle stage 

Psychological 

networks 

Occupation 

Family 

Motivation 
Perception 
Learning 

Beliefs and 
attitudes 

Roles and status 

Economic situation 
Lifestyle 

Personality and 
self-concept 

-- -
People's buying decisions reflect and contribute to t11eir lifestyles-

their whole pattern of acting and interacting 1n the world For example. 

KitchenAld sells much more than Just kitcl1en appliances It sells an entire 

cooking and entertainment lifestyle to "K1tchenthusiasts " 

, Our buying dec1s1ons 
are affected by an 

1 111crooibly compl~x 
comb1 11ation ot 

, oxtemal and ,nternnl 
influences 
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( 11m po1ni <''> rangi ng from P&G, McDoni.lld 's, AT&T, Walma rt, and Sta te fa rm to 

( ;ooglc·, I .'Or{•;i l, ;ind many o thers hilve developed special targ~ting efforts_ for this l<l,t­

growing rnn.,uml'r segment. For example, working with its longtime Hispanic advert1,1 ng 

,1g<•flly C.11nill, Toyot;i has developed numerous Hispanic marketing campaigns tha t h ,re 

h(' lped m;,kc.: it the favorite automobile brand among Hispanic buyers. Consider its rl'-cnt 

;iw,rn l-winn ing "Mas Que un Auto" campaign: 

l..,~1 f.i/1, to celebrate its 10th year as America's most-loved auto brand among H1span1< 
'Ji,ynt,, r.in., I li~panic campaign themed "Mas Que un Auto" (translation: "More than a Car 

Thi' ,-,,mp.iign appea led In Hbpanics' special love for their cars and their penchant for g11·,r 

1•v,·ryth1 ng ;,nd ;, nything il ~uperpcrsonal nickname, including thei r cars. • The camp,11 , 

PEPE 

offered Hispanic customers free nameplates fe<1tu ri 
their unique car names, made with the same typl' l,1. 
and materials as the official Toyota nameplate, \:" 
along with the Toyota and model names, till')' cou 

adorn their cars with personalized , offici;il-look11 
~rand badges of their own-whether Pepe, El i\ 11 

frueno ("Thunder"), Monster, or just plain 0 1 ivcr, [ II 
or Rolly the Corolla. 

. The award·winning "Mas Que un Au to" , ,11 

pa1gn created a strong e t· 1 . . . mo 1ona connection betw,·, 
1-fisparncs and their Toyotas. Within the fir,t few month 
customers h,1d ordered more thM 100,000 custom 
nameplates, far exceeding the goal of 25,000. Brand f.1. 
by the thousands O t •d . 
1 . P 5 c pictures and shelfed their , 
ove stones on cam . •. . 

To t . paign sites and other social nwd1 

• Targeting Hispanic consumers: Toyota's award-winning "Mas Que un 

Auto" campaign created a strong emotional connection between Hispanics 

and their Toyota& with free, officlal-looklng, personalized nameplates for 

their much-loved cars-here, Pepe. 

yo a 1s now shapin 1 Aul ., , g new P 1ases of the "M,b Qul' 1 

o campaign such t . 
stories into d ' _as urnmg some of the f.in c 

a s or askmg 
.i how ' customers to imagine " h , 

commercial feat h . 
look and tl,e . k' unng t e1r beloved ride m1gl' 

' 11 pie 1ng th b · 
Toyotu Motor Salos, U S.11 Inc. broadcast ad.1 e f.'S ! idea to prod uce for ,1 re, 

African American Consumers. Theus A{-· 
d h

. . . . . 111cn11 AmC!ricn1 1 , 
encc an sop 1shcahon , The nation's mor 11 . . . 1 popu a hon is growing in a/Iii•· 

$ ·11 · · 1 b · e )an 44 m11L10 bl 
1.J In JOn in annua uymg power. Alth h n ack consumers wield al rn, ,,t 

. , . . oug more · . 
blacks an:! also strongly motivated by qu J't pnce conscious than o ther segrnerib, 

.· _ . a I Y and sele f · 
Ame, ican consumers Me heavy users of d. . c ion. Brands are 1·rn t nt Afnon 

. . . 1g1tal and s . 1 . por a . 
a n ch variety of ma'.ketmg channels.'' oc,a media, providing access throug/1 

Many companies develop specia l d 
f . A . pro ucts ap 1 

A ncan menc;in consumers- from , .. 1 k ' pea s, and mark t· ,..,,,5 1or 
• • q rma ers lik F · e mg p rogra, .. 

ucts comp,mtes like P&G to even not-f . e Ord and Hyu d . rod· 
or-profits and n a1 to cons umer P 

govern · S 
m ent agencies such as the L-
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FtirL•~t c,, , ·v,,-e ~· 1~- tt :·,,••n ;·L· 111( ' Li S. r,, rc~l Service a11 d the Ad Council 
t'l'(t '1ll l, 1,)t,wci ,, ,r,x.- 1,, , rc-. ·i.t• thl' "'D1,,cover the ForE·s t" publ ic service cam­
p,iign ;,1 .. 11,-, r -1wc11c·1v,.,- .1r ,101.:1, l,rnulies of lhe benefits fo r chi ldren of getting 
tlllh't! ,: ,incl c•n i,,vin~~ nMurt' . One rot tnd of the campaign specifically targeted 

, • ~ 'i 
tlw p;:irt'nh u f f\fnc,,;i Amenc.m l1~·ecns : 

Altlwugh mort: thi\ 11 2--15 rrn\ Jio n ~\ m enca ns live w ithin lO0 miles of a national 
lures\ o r g ra,.~l.1 nd , rL'St•a rch shows th;i t a m il jorrty of children 111 some population 
~l'gnll'nts 0 rc nut ,pending ,1e t1 ve ti m e outdoors . For example, only 37 percent of 
Afnc ,\11 ;\meric·;i n children .Jges 6 to 12 partic ipate frequentl y in outdoor activi­
ties co mp.ired with 67 percent of the broader U.S. population in tha t age group . 
To help close th at gap, the U.S . Forest Service and the Ad Cou11cil created the 
" Discove r the Fores t" campai gn, a series of public service messages ranging from 
billboards and radio commercials to interactive socia l med ia and website con­
tent. With headlin es such as "Unplug," "Where Curiosity Blooms," and "Where 
Imagination Sprouts," the ads targe ting African American families promote 
the discovery and imagina tion wonders of connecting with the great outdoors 
and the resulting physica l, mental health , and emotional well-being benefits . 
"The forest is one of those amazing places where kids can fl ex their imagination 
muscles through exp lora tion and discove ry," says a marketer associated with the 
campaign. 

• Targeting African American consumers: The 
U.S. Forest Service and the Ad Council joined 

Asian American Consumers. Asian Americans are the most affluent U.S. 
demographic segment. A relatively well-educated segment, they now num­
ber more than 18.5 million (5 percent of the population), with annual buy­
ing power expected to approach $1 trillion by 2018, Asian Americans are 
the second-fastest-growing subsegment after Hispanic Americans. And like 
Hispanic Americans, they are a diverse group. Chinese Americans constitute 
the largest group, followed by Filipinos, Asian Indians, Vietnamese, Korean 
Americans, and Japanese Americans. Yet, unlike Hispanics who all speak 
various dialects of Spanish, Asians speak many different languages. For ex­
ample, ads for the 2010 U.S. Census ran in languages ranging from Japanese, 
Cantonese, Khmer, Korean, and Vietnamese to Thai, Cambodian, Hmong, 

forces to create the "Discover the Forest" public 
service campaign to raise awareness among 
African American families of the benefits for 
children of getting outside and enjoying nature. 

The Forest Service, an agency of the U.S. Department of Agriculture, 
and the Ad Council 

Hinglish, and Taglish.6 

Total market strategy 
Integrating ethnic themes and cross­
cultural perspectives within a brand's 
ma,nstrearn marketing, appealing to 
consumer similarities across subcultural 
segments rather than differences. 

As a group, Asian American consumers shop frequently and are the most brand 
conscious of all the ethnic groups. They can be fiercely brand loyal, especially to brands 
that work to build relationships with them. As a result, many firms now target the 
Asian American market. For example, many retailers, especially luxury retailers such as 
Bloomingdale's, now feature themed events and promotions during the Chinese New Year, 
a spending season equivalent to the Christmas holidays for Chinese American consumers. 
They hire Mandarin-speaking staff, offer Chinese-themed fashions and other merchandise, 
and feature Asian cultural presentations. Bloomingdale's has even introduced seasonal, 
limited edition pop-up shops in many stores around the country: 

• Richly designed in red, gold, and black motifs, Chinese colors of good fortune, the 
Bloomingdale's pop-up boutiques feature high-end Chinese-themed fashions and other mer­
chandise created especially for the Chinese New Year celebration. Some locations sponsor en­
tertainment such as lion dancers, Chinese tarot card readings, calligraphy, lantern making, tea 
tastings, and free Zodiac nail art. Shoppers in some stores are invited to select Chinese red enve­
lopes with prizes such as gift cards in denominations of $8, $88, or $888 (eight is a lucky number 
in Chinese culture). ln addition to the pop-up boutiques, Bloomingdale's celebrates the days and 
weeks leading up to the Chinese New Year with Chinese-language ads and promotions in care­
fully targeted traditional and online media . The retailer also has 175 Chinese-speaking associates 
across the country. "Chinese customers, including both tourists as well as Chinese Americans, 
are an important part of the overall Bloomingdale's business," says the retailer's CEO.7 

A Total Marketing Strategy. Beyond targeting segments such as Hispanics, African 
Americans, and Asian Americans with specially tailored efforts, many marketers now 
embrace a total market strategy-the practice of integrating ethnic themes and 
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s1nu s 
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t an marketers are fin mg t at insights 
Many rn ethnic consumer segments can infiu. 

gleaned ~o d markets. For example, toda\' 's 
their broa er . 

ence . d lifestyle is influenced heavily bl' 
outh-onente . . 

Y. anic and African American entertamers. So It 

Hisp th t consumers expect to see many differ­
follows a d ethnicities represented in the ad-
ent cultures an . 

. . d products they consume. For mstance, 
vertismg an f · A · 

ald
, takes cues from A ncan mencans 

McDon s · 
. • and Asians to develop menus and ad-

Hisparucs, . . 
vertising in hopes of encouraging mainstream con-

• Targeting Asian American consumers: Bloomingdale's celebrates the 
important Chinese New Year with carefully targeted ads and promotions 
and even special seasonal pop-up boutiques in its stores featuring Chinese­
themed merchandise, events, and entertainment. 

sumers to buy smoothies, mocha d~mks, and snack 
wraps as avidly' as they co~sume hip-hop and_ wck 
'n ' roll. Or McDonald's nught take an ad pn nw­
ily geared toward African Americans and run 1t in 

general-market media. Petr Svab/Epoch nmes Inc. 

Social class 
Relatively permanent and ordered 
divisions in a society whose members 
share similar values, interests, and 
behaviors. 

Group 
Two or more people who interact to 
accomplish individual or mutual goals . 

Social Class 
Almost every society has some form of social class structure. Social classes are socit•t1 ';; 
relatively permanent and ordered divisions whose members share similar values, inter,·,1,. 
and behaviors. Social scientists have identified seven American social classes: upper 1p­
per class, lower upper class, upper middle class, middle class, working class, upper In, t' r 

class, and lower lower class. 
Social class is not determined by a single factor, such as income, but is measured .. .1 

combination of occupation, income, education, wealth, and other variables. In some sc', 11 

systems, members of different classes are reared for certain roles and cannot change ti. :r 

social positions. In the United States, however, the lines between social classes are not ti '1 
and rigid; people can move to a higher social class or drop into a lower one. 

Marketers are interested in social class because people w·thin · · 1 I t l 
. . . . . . 1 a given soCJa c ass ,· 

to exhibit similar buying behavior. Social classes show disf t d d b d . . me pro uct an ran prcl, ' 
ences m areas such as clothing, home furnishings travel d 1 · • . • · I 

• d t b"l ' an e1sure activity, fmanci a ,. 
vices, an au omo i es. 

Social Factors 
A consumer's behavior also is influenced by s · I f oc1a actors s h h , , : 
groups, social networks,Jamily, and social roles and status. , uc as t e consu mer s s

111 
•· 

Groups and Social Networks 
Many small groups influence a person's bel · 1av1or. Groups th th . i I 
to which a person belongs are called membe 1 . a ave a direct influence a, L 

rs up groups In t e 
as direct (face-to-face interactions) or indire t . · con rast, reference groups sen 

, . c points of com · · a 
a person s attitudes or behavior. People oft . panson or reference in forni 1nn 

1 
en are influenc d b J . h 

they do not be ong. For example, an aspirational ro . e Y reference groups to w 11 c 
to belong, as when a young basketball pl i up 15 one to which the individual wishe, 
LeBron James and play in the NBA. ayer opes to someday emulate basketball star 

Marketers try to identify the refe rence groups f h . 
groups expose a person to new behavio . 0 t eir target markets. Reference 

lf 
rs and lifestyl . fl d < 

and se -concept, and create pressures t eS, m uence the person 's attitu e, 
d b d h . Th . o conform th t t 

an ran c 01ces. e importance of g . a may affect the person 's p roduC 
d 

roup mfluen · d 
It ten s to be strongest when the produ t . , . ce vanes across products and bran s 

c ts visible to oth 
ers whom the buyer respects-



Word-of-mouth influence 
The impact ot t1·1e personal wor<J:, .::iwJ 

recommendat,ons of trusted fne, ,r;s 

fam ily. associates. c1nd other cor,:,umers 
on buying behav,or 

Opinion leader 
A person within a reference group who. 

because of special skills. knowledge, 
personality , or other characteristics. 
exerts social influence on others. 

Online social networks 
Online social communities-biogs, online 

social media, brand communities, and 

ot11er online forums -where people 
socialize or exchange information and 

opinions . 

•.I r1,,, .ind f3u yer Behavio r 137 

VVord-of-rno1cnh i,,.fJ w:,,r; c~ , .,.1 I 1.1,·,· . ; •c' ,, ,., : •.il 111 ,,,<1,t 0 11 conhUJnl'r bu ying beh,w­
ior. ·1 h l' ~,cr..,nna I ,, nr, l, ,1 ,.I ! •ct ,1~11 , ,..rid-: t ,, ,1 1·•· ,, , ' ,, •,I , , I I ri cnd s, I r1 md y, d:-.Soci,1tt.':-., a nd 

n tlwr cnm,um,•r-, t,· ,1d t.: 1·,,, ,no.-e c, ,,_11 t1 l,· th;in l~1P.,1 ' L,,m1ng from comrnerc1a l :-.ourcl':-., 
s1.1 Li1 c1 s c1 d \·e rt i:-.,•m,-n I, ,. ,, , il'~l 'L' <' j> lt Cln, ! c , ,·n t , tudy J-oumi that unl y 49 percent of 
CtJns unw r::, repurtecl th,11 !h,:;; lr u, t "r bl' lit• vc· :,d vL• rl1c-mg, 1,v l1 cr,·as 72 pt' rcen t sa id they 
trusted film1l y and fi 1u 1d ... ,111 ,l '72 pl' rcvn t ,c11d they tru..,t on line rc-v iews9 Mos t word -of­
mou th innuence h c1 pp,•n::, 11 ,1tur,1ily: C,ms unwrs s t,ir t ch.itting abo ut ,1 brand they use or 
fee l s trong ly about u11e w,1y or the o thn. Ofl C' n, how eve r, rather than leav ing it to chance, 
ma rketers ca n help to creat e p0,;1t1vc cum·crs il hons about the ir brands. 

Marke ters of brands subjec ted to s trong g roup influence must fi gure out how to reach 
opinion leaders- people with in a reference group w ho, bernuse of special skills , know l­
edge, personality, or o ther characteristi cs, exe rt social influence on o thers . Some experts 
ca ll this group the i11j111l'llli11/s o r /e11d111g adopters. When these influentials ta lk, consumers 
listen. Marketers try to identi fy opinion lead ers fo r their products and direct ma rketing ef­
forts toward them . 

Buzz 11111rkcti11g involves enlis ting or even creating op inion leaders to serve as "brand 
ambassadors" who spread the word about a company's products . Consider Mercedes­
Benz's award-wiiu1ing "Take the Wheel" influencer campaign: 10 

Merced es-BC'nZ wanted ge l more people talking abo ut its all-new, soon-to-be-la unched 2014 
CLA model, priced at $29,900 and aimed at ge tting a new gene ration of younger consumers 
into the Mercedes brand . So it challenged fi ve of Ins tag ra m 's mos t influe ntial pho togra­
phers-eve ryday Gen Y consume rs w hose s tunning imagery had ea rned them hundreds of 
thousands of fan s-to each spend fiv e days behind the wheel of a CLA, documenting their 
jou rneys in pho tos shared via Ins tagram . The photographer who got the most Likes go t to 
keep the CLA. The short campaign really got peop le buzz ing about the car, ea rning 87 million 
socia l media impressions and more than 2 million Likes . Ninety pe rcent of the social conver­
sa tion was positive . And when Mercedes launched the CLA the following month , it broke 
sa les records . 

Sometimes, everyday customers become a brand's best evangelists. For instance, Alan 
Klein loves the McDonald's McRib-a sandwich made of a boneless pork patty molded 
into a rib-like shape, slathered in BBQ sauce and topped with pickles and onion. The 
McRib is sold for only short time periods each year at McDonald 's res taurants around the 
nation. Klein loves it so much that he created the McRib Locator app and website (mcrib­
locator.com), where McRib fans buzz about locations where they 've recently sighted the 
coveted sandwich. 11 

Over the past several years, a new type of social interaction has exploded onto the 
scene-online social networking. Online social networks are online communities 
where p eople socialize or exchange information and opinions. Social networking com­
munities range from biogs (Consumerist, Engadget, Gizmodo) and message boards 
(Craigslist) to social media sites (Facebook, Twitter, YouTube, Instag ram, Snapchat, 
Linkedln) and even communal shopping sites (Amazon.com and Etsy). These online 
forms of consumer-to-consumer and business-to-consumer dialogue have big implica­
tions for marketers. 

Marketers are working to harness the power of these new social networks and other 
"word-of-web" opportunities to promote their products and build closer customer rela­
tionships. Instead of throwing more one-way commercial messages at consumers, they 
hope to use digital, mobile, and social media to become an interactive part of consumers ' 
conversations and lives. 

For example, Red Bull has an as tounding 44 million friends on Facebook; Twitter 
and Facebook are the primary ways it communicates with college students. • Dunk.in ' 
Donuts uses Vine personality Loga.n Paul to promote its Dunkin' Donuts app and DD 
Perks loyalty program with posts on Vine and other social media. As it turns out, Paul is a 
genuine Dunkin' Donuts fan, so the brand lets him figure out ,,vhat to say to his more than 
8.7 million Vi.ne followers, 5.4 million Facebook fans, 2.4 million followers on Ins tagram, 
and 615 followers on Twitter. 12 

Other marketers are working to tap the army of self-made influencers already ply ing 
the internet-independent bloggers. Believe it or not, there are now almost as many people 
making a living as bloggers as there are lawyers. The key is to find bloggers who have 
strong networks of relevant readers, a credible voice, and a good fit w ith the brand . 
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• Harnessing the power of online social networking: Dunkin' Donuts uses 
Vine personality Logan Paul to promote its Dunkin' Donuts app and DD Perks 
loyalty program with posts on Vine and other social media. 

to-person - . . o 

h ffl . and online sooal influe nce strate,:1es bot o me . . " · 
The goal is to get customers mv~l\'ed \\·1th brand; 
and then help them share their brand pas, ,.in ; Courtesy Logan Paul 

d Periences with others in both their real ,:nd an ex _ l-l 
digital worlds. Consider Chubb1es: 

f · t tu that targets youn° men with a line ,, . Chubbies 1s a small but trendy and ast-growmg s ar P o . 
"anti-cargo shorts" (and a retro 51/2-inch inseam). Until recently, ~e brand marhted itself or 
through its social media presence. Avid Chubsters actively swap influence via ptetures, \'ld~,­
and stories on YouTube, Facebook, Twitter, Instagram, Pinterest, and the Chubb1es website ,, ,. 
ChubsterNation blog. But now, Chubbies is building an army of face-to-face influencers in t · 
form of 140 student ambassadors at college campuses across the country. The ambassador--· 
what Chubb1es calls its "badass crew of thigh-liberating patriots"-spread the Chubster m.i :· · 
festo that "We don't do pants. We don't do cargos. We don't do capris. We do shorts and OP 

shorts." "Pants are for work," they preach. Chubbies "are for having fun, or jumping off rocks. , 
playing beer pong, or climbing Everest." The ambassadors personally rally the faithful at ta1lb,' 
parties and other campus events, expanding the ChubsterNation and sparking even more \1 ,, . 

of mouth for the trreverent brand. 

Family 
Family members can st~ongly influence buyer behavior. The family is the most impor1 ,1 
consumer buymg orgamzation 111 sooety, and it has been researched t · 1 M k • ex ens1ve y. 1 ar ·,• . ' 
are interested in the roles and influence of the husband wif, a d I ·1d h I c , ~ , n c 11 ren on t e pure 1 -,' of different products and services. 

Husband-wife involvement varies widely by prod t • , · B · . 1 . uc category and by s tage 111 ·, buying process. uying 10 es change with evolving co t·f · d s h ·t • • nSumer 1 estyles For examp h' n the Umte tates, t e w1 e trad1tionally has been co 'd d h . · . 
for the fami ly in the areas of food, household prod ntsi erde t e _mam purchils tng •1f!' 

111 

I . uc s, an cloth mg But " · ti 71 per , 1'1 of a ll mot 1ers now working outside the home and tJ 'II' · '1 1 ' 
of the family's purchasing, all this has ch de . 

1
e Wt mgness of husbands to do nwr,· 

ange m recent years R ti ,1 41 percent of men are now the primary g h . · ,ecent surveys show 1
" rocery s oppers 111 ti . I 11 handle most of their household's Jaundrv a d b 1e1r 1ouseholds, 39 perc,·1 

. J' n a out one-qua t 1 l I· for all of their household's cooking At th . r er say t 1ey are respon~11' . e same time toda , I , to two on new technology purchases and. fl ' Y ½omen outspend men t 1r, c 
i- ' 111 uence more ti 8 . purchases. ~ 1an O percent of all ne11· L,ir 

Such shifting roles signa l a new m k t· . . . ar e 111g real' t M . . t have trad1t10nally sold their products to 1 
1 Y. arketers m ind us tnes th,1 

on Y women or J · d personal care products to cars and cons . 
1 

on Y men-from groceries an . ume1 e ectron · a the opposite sex. Other companies are sh . . ics-are now carefull y targe ti n," 
owing then· p d texts. For example, one General Mills ad sh ro ucts in "modern famil y'' con · 

son's lunch as the child heads off to scho I ows a fa ther packing Go-Gurt yogurt in h1~ 
o m the mo · 

rnmg, With the slogan " Dad s '' hcl 

1 
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get it, get Go-Gurt." And a recent General Mills "How to Dad" campaign for Chel'1 ,11~ 

presents a d ad as a multitasking superhero around the house, a departure from tf1e 
bumbling dad stereotypes often shown in food ads. This dad does all the righ t th1 ~~­

including feeding this children healthy Cheerios breakfasts. "Being a dad is awescw .,. · 
he proclaims in one ad. "Just like Cheerios are awesome. That's w h y it 's the Ot l . .11 
Cereal of Dadhood ."16 

Children also have a strong influence on family buying decis ions. The n ation ':; , b 
and tweens influence up to 80 percent of all household purchases, to the tune o f SI 2 ,I ­
lion of spending annually. • In one recent survey, parents with teens reported that , 1r 

children weigh in heavily on everything from ,, , rl' 
they eat out (95 percent) and take vaca tions (8: 1 r­

cent) to what mobile dev ices they use (63 pcrCL'nl) hi 
cars they buy (45 percent) _ 17 

Roles and Status 
A person belongs t 

. . 0 many groups-family, club:-- ,•r· 
garnzanons, online . . , . 
. . commumhes. The PL'rson ~ I'' ,,· 

hon m each group c b d f ' I' 
d an e e m ed in te rms of both r, , ' 

an status. A role c • . 
on5ists of the activities peopk •11l' 

expected to perform d ' 1 
th E accor mg to the people ar<1 u1i. 

em . ach role carri . ·I 
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their roles a d Y c oose products appropn,1tc to 
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r mg mother play I h , 
play the role of b s. n e r company, she ma 

a rand ma · ·1 ~ht> plays the role f . nager; m her fam 1 y, · 

e Family buying influences: Children may weigh in h~avily o~ f ar:,iily 
purchases for everything from restaurants and vacation destinations to 
mobile devices and even car purchases. 

sporting event o ;1fe and m oth er; a t he r fa,•oritl' 
a brand mana s, s e plays the role of avid fan A~ 
l ger, she will b h fl'' t ia t reflects h uy the kind of clot I r 
h er role and t ,.\ t 

t e ga me sh s atu s in h er company 
Andres Rodrlguez/123RF ' e rnav w h r 

favorite team . , ear clothing supporting c 
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1:r.1d,• i11<1rl...11<\H I th .11 .1111 · ,-.,•11,111,-. 1~ •·.1rlw,11i ,,111 
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Age and Life Stage 
l\•,,pl,· ,·h.1ng,· till' 1,:,1,,d s ,ll\d ,,·n 1,·,·, lh<'1· h11 

,11·,•r lht' ir lill'l1111<' ,-. L1,1,·, m 1,,,,,i ,·l,,1h,•,-. 1um1-

• Appealing to occupation segments: Red Kap makes rugged, durable work 

clothes and unifonn apparel for the automotive and construction industries. 
lure•, ,llld l'<'<'l'<',111,111 ,ll'<' ,,11<'11 .1g,• r,·l.11<',l 1h11111g 

i,-. .tis,, sh,1p,•d h 1lw ,-.1 .1g,· ,,1 lh<' 1.1111 11\ lilt' 

vr Corporn tion ,·y,·l,•- llw ,-.1.11:<'s th1\1 u1.:h ll'hi ,·h 1.1111tl1<•,- 1111 ght 

p,1ss .,s thl'y 111 .1 1111'<' ,11·,•r linw. I il,· -sl,1~,, .-!1.\111,:,•,-. u,-11.1111 1,·s11lt lr,1111 ,i,•111,,1,:r.11'!11, :­

,ll\d lif,•-ch,lllg ing ,•1·,•nts- m.1rri,1g,' , h.11·1111: d11ldrl'11 . 11 u r,h.1,mg ., h,,nw . ,111 ,,r,,' . 

childr,•n going to ,·,1llq,;,•, l'i1.111g,•, in 1wr:-,111,il 11i.-.,111<' , 111,n 1ng ,,111 ,,1 llw 111111,,• .11 i.i 

n•tin•ll1L' l11. M,1d,l'll'rs ,,ftcn dl'fin,' tlw1r 1.1rgl'l 111,ir!...,•t:- in 1,•r111:- ,,1 111,•-,·1 ,I ,· ,1.1,.:,• ,ll\d 

d,•1·,,l,1p ,1ppn1pri,1t,• prndut'l:- ,ll\d 111.1rh.,•t111 g t'l,111,-. 1,,r t',i-·h :-l .1g,· 

Om• ,1f lh<' il',1ding lif,•-sl.1g<' ,-.,•g111,•11t.1ti,,n s,·,-.t,•111:- 1, llw Ni,·l,,·11 l'Rl/i\l L11,•:-t ,1g,· 

Cniups ~ystt•m . l'RI ZM d.,s~i li,·~ ,·1·,·ry /\ nll'ric.111 l1<H1 ,-.,·h,1ld 111t,1 ,111,· ,1t t,t1 d i~ lm.-t ht,~ 

st,,g<' s<'gnwnts, w hich ,ire <ll),\,1111 / t'd i11t<1 11 111.1j,11· hk-~t.,g,• hl'\'111'' b.1~,·d ,,n .11flu,·111·,, 

.igl', ,111d f,1mil y d1,1r,1t:t,•ri,-.li,·s. Tlw ,·l,1s~ifi,-.1tinn,-. ,·,,11.;i,kr .1 h,i~t ,,f d,·111,,gt.1f'h1,· t.11·1t,r:-­

s11d1 ,is .,g,•, L'duc,1ti,,n, itw,1111<' , <h\'ll(' ,1 li,111 , f.11111l y ,·,11111',''i tinn . ,•tl1111,1t1 . . ,nd h,111, inh 

,md bl'11,wior,1l ,ind lif,•:-ty lt- l,1ct,1rs ,11,·h ,, ,.. 1111r,·h.1,-.,•~. ln•,•-t1m,' ,h t111t1t·, , .1 11d nwd 1.1 

pn·ft•rL'nn•s . 
Tlw 111,1jor l'RI ZM l.il't•~t .1g,· gn,up~ c.1rr1· 11,1111,,,-. :-11,·h .1 :- Stn1 lt\g S111gk,,' i\l1dh1,· 

S11cCL'SS, " " Y,11111g /\,·hi1•1 ,•rs ," '' Su:-l,11 111111: Llll1il1,•,-. , .. i\tllut'nl 1'1111,11· N,,,-.1, · .111,I 

"Cons,• n ·,1til'<' C l,1s~ics." whi,·h 111 tum c,111t.11n :-11bgrnu11, :-11,·h ., ,.. ll11il' I 1t,•, , I I It '111 

" Kids & C 11l -dl' -S,,c"," "Cr.11· 1',Jw,•r," .111d "Big t ·11 y 11111,·~ l lw \,H111 i-: \,·h1,•1 ,·r-­
group ninsbh ,,f hip, ~mgk 2ll -~,,n1<·thi11g,-. 11·h,1 1,•nl ,l f'.ll'l111, ·11 h 111 ,1r , l,1,c t,1 nwll\l · 

p,1lit,111 1wighhirlw,1d:-. Thl'ir llh' \\n1l'~ r,111)'.<' lr,1111 11•,1 r h.111 r ,·1., ... ~ t,1 11,·ll-1,, d,1 l1 11t lh,· 

,·ntin• gw11p ll'nds to bl' p,1hlic,1lly lilw r.11, 11~1,·n t,, ,1lt,·111,1111 l' 111u,1, ,llld ,·111,11 111 t'II 

nightlik. 19 

L if,•-st,1g,' sq;11wnt.1ti,,11 f'r111·id,•~ .1 I'''" ,•r l11l m.1 r!...,•1111g l,h,I l,11 111 .1rl...t'l,· r:- 111 .1II 

industril's lo bl'tler find , undl'r,t.111d , ,111d ,•ng, lh<' ,·,111sum,•r, . 1\ 1111,·d "11'1 ,i.1 1.1 .,h,ul 

till' m,1k,•11p ol ,'lmsum,·r li fe ,-.l,1g,•s , m.1ri...l' l,•r~ c.111 ,:r,-.11 ,, t.1rg,·t,•d , .1d1\\t1.1blt- p,• r~,111 ,1' · 

iL:L'd c,11np,11gns [,,1sl'd on hnw p<'opk nn1~u 11w .111d 111 t,·1.1cl 11 1111 l11.111d., .1 1111 lh,· 11 ,,tld 

,1w1md lht>m. 
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, ... J'l-' r '- Lr<.!lJ~ l.il! ~' u~,. 

~ ,: c '- ·t.:i:- pr0auc~ ur r.i··u nd ,:, ... ,:(f ~ 

'•J , L-' p l ,- .. :1,i ~!tH '"l, ,lr:.! COi -- ..!ff"I L·f~ 

- r.( '. _ n . ... <'f !'\Jffi ,1'1 \~a1t~ !ha'. mav be 2'.tr 1b -

,t!c---'. d ' ,; (-L r •c•, c. - '.J, , ·•'. C!r.t· rbu'> r, h:-r 1dertifil'd fi1 ·L· brand pl'rson-

?·, :, ,r -· 1:, -: ·,,-, r, •ci, ... ., 'l-tc-c•ar th, 11onc5t, l', ho lesome, and cheerful}, 

, ', · "' :• •· .:i,nr _;, sp r1:,d, >m c:g:n;:,ti-.·e, and up-to-date;, compe!encc 
1rel,ab le . m,el1 ,gc1,t. and su~ccssru:J, soph 1st1cn t10 11 (gl amorous, upper 

class. ch,,,m mc;;J, ,rnd 1'11,\','?l'ri ne,, (outdoorsy and tough ). ''Your person­

a!i t1· determine, ,,-hat ~·ou consume, what TV shows you watch, what 

prod ucts 1·ou bU1 , and [most] othe r decis10ns yo u make," says one 

consumer beha1·10r expert .21 

\lost 1,·ell -kno11·n brands are strongly associated \\'ith a particular 

trait: the Ford Fl5O ,,-ith "ruggedness," Apple with "exci tement, " the 

\\'nsl1111gto11 Post 11·ith "competence," :Vlethod with "sincerity," and 

Gucci 11·ith "class and ~op hjsticati on." Many brands build their posi­

tioning and brand stones aroUJ'l d such traits. 
:vtany marketers use a concept related to personality-a person's 

sclf-co11cept (also ca ll ed self-i111nge ). 11,e idea is that people 's possessions 

contribute to and reflect thei r identities-that is, "we are what we 

consume. " Thus, to understand consumer behavior, marketers must 

first understand the relationsrup between consumer self-concept and 

possessions. 

• Brand personality: MINI markets to personality 

segments of people who are "adventurous, individualistic, 

open-minded, creative, tech-savvy, and young at heart"­

anything but "normal"-just like the car. 

Hence, brands will attract people who are hjgh on the same per­

sonality traits. • For example, the MINI automobile has an instantly 

recognizable personality as a c!e,·e r and sassy but powerful little car. 

MI NI owners-who sometimes call themselves "MINiacs"-have a 

strong and emotional connection with their cars . More than ta rget­

ing specific demographic segments, MINI appeals to personality 

segments-to people who are "adventurous, indi vidualistic, open­

minded, creative, tech-savv y, and young at heart," just like the car. 22 Used wrtll perm,ss,on of MINI Drvrsron of BMW of Nortll Amenca. L!.C 

Motive (drive) 
A need that 1s suff1c1ently p ressing to 

o -ect the person to seek sat1sfact1on of 

,0e need 

Psychological Factors 
A person 's buying choices are fur ther influenced by four major psychologica l facto rs: 111oti­

vn tio11 , perception, /cnr11 i11g, and beliefs nnrl nttit11rlrs. 

Motivation 
A person has many needs a t an y gi,·en time. Some are biological , arising from states 

of tension such as hunger, thirst , or discomfort . Others are psychological , arising from 

the need for recognition, esteem, or belonging . A need becomes a motive ·when it is 

aroused to a sufficient level of intensity. A motive (or drive) is a need that is suffi­

ciently pressing to direct the person to seek sa tisfac tion . Psychologists have developed 

theories of human motiva tion . Two of the most popular-the theo ries of Sigmund Freud 

and Abraham Maslow-carry quite different meanings for consumer anal ysis and 

marketing . 
Sigmund Freud assumed that people are largely UJ'lconscious about the real psycho­

logical forces shaping their behavior. His theory suggests that a person's buying deci sions 

are affec ted by subconscious motives that even the buyer may not full y understand . Thus, 

an aging baby boomer who buys a sporty Bl\1W convertible rrught explain that he simply 

likes the feel of the wind in rus thinning hair. At a deeper level, he may be trying to impress 

others with rus success. At a still deeper level, he may be buying the car to feel young and 

independent again. 
Consumers often don' t know or can' t describe why they act as they do. Thus, man y 

companies employ teams of psychologists, anthropologists, and other social scientists to 

carry out 1110/irntwn research that probes the subconscious moti1·a tions UJ'lderlying consum­

ers ' emotions and behaviors toward brands. One ad agency routinely conducts one-on-one, 
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a mark,,,,' with its Heart to Heart brand Tile Heart to 
Heart brand was made of 100% Australian 
whole grain oats that would help its us ­
ers to reduce cholesterol levels In their 
body In 2011, Kellogg 's Cllocos were re­
introduced ,n an all new avatar as a prod ­
uct that contained "whole grain" trying to 
re-establish the fact t11at Kellogg·s was a 
healthy choice to make The firm signed on 
Kanshma Kapoor. a successful Bollywood 
diva of 90's, who made lier comeback to 
films In 2012, a Young mother and a suc­
cessful working woman. as the new brand 
ambassador. 

An Understanding of the breakfast and 
eating habits of Indian consumers and 
developing a market1ng-m1x as per their 
needs have helped Kellogg's to reach ~500 

ket IndIa-
crore mark ,n the Indian mar · 

fy the dis· 
cent ric ;nnovatIons, 1ntens1 1ng 
tr1but1on (and not concentrating only on 

t ve and af­
advert1s1ng). and offering 1nnova 1 

h e attracted 
fordable single-serve packs av 

Id belief In Market 
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sumer expectations an, 

ing-mix accordingly. 
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therapy-like interviews to delve the inner workings of consumers. Another company ,t-~­

consumers to describe their favorite brands as animals or cars (say, a Mercedes ver, 11 , .1 

Chevy) to assess the prestige associated with various brands. Still others re ly on h~·pn,,,1 ,. 
dream therapy, or soft lights and mood music to p lumb the murky depths o f con,u ,,·r 

psyches. 

e FIGURE I 5.3 
Maslow's Hierarchy of Needs 

Such projective techniques might seem pretty goofy, and some marketers d 1, t 

such motivation research as mumbo jumbo. But many marketers use such to uchy-fr·ch f'· 
proaches, now sometimes called interpretive co11s11111er resea rch, to dig deeper into n 1n,l11 .-r 
psyches and develop better marketing strategies. 

Abraham Maslow sought to explain why people are d riven by particular nC',·d · .it 

particular times. Why does one person spend a lot of time and energy o n pl' rsun.1I , .1 1 1 

and another on gammg the esteem of others? Maslow's answer is th.it hum.m nt'l'd, , 

arranged in a hierarchy, as sho;;vn in • Figure 5.3, from the most pressing .it thl' t,,,1 t , .. 1 

to the least pressmg at the top.~ They include physiologicn/ needs, ,aji·t y need~, ~oC/,il 1w, , 
esteem needs, and se!J-nctun/1znt1011 needs. · 

Self­
actuallzatlon 

needs 
Self-development 

and realization 

Esteem needs 
Self-esteem, recognition, status 

Soclal needs 
Sense of belonging. love 

Safety needs 
Security. protection 

Phl(siological needs 
Hunger, thirst 

Ar.co10111g to Maslow t1un111 
f"IC,..,cts a, e arranqed 1n a ti t>r Jrth\ 
Siarv,ng people will lake l1IIIP 

interest ,n ttlo IaIes1I,appenioq, 
111 tile a~ world 
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Complex buying behavior 
Com,urne, buy,nq bLha 11or "' •,11u.,1 ,,,r ,·, 
c t,a ruClf:r,n ,cJ by 111ci11 t,c,n•,umr, , 
1nvolvernrj n1 lfl a purr...ha.r,fJ dfl(J .,tfJrufv ... .:int 

perCB111ecJ rJ,lfe runLP., ,Jmc,11q IJr<JncJ•. 

Dissonance-reducing buying 
behavior 
Con~umf, r buying b&ha 11or ,n s11uat1ons 
charactenmd t,y h1gt1 1n11olvurnc:n1 but tuv, 
J.>erCE:1•1cxJ d1ff P.r&nt,e; cJ mong bra nd~ 

Habitual buying behavior 
Con<iurnr r buy,ng l;c•t,av,or 1n ~•lucJllon', 
charac tu11RcJ t,y tow con~u11 1er 
,n1101vr,111c,nl and tow :.,1qnilic., nl flhl CUNOcJ 

b1<1n(J cJ1fl 1J1HflCP-:. 

• F IGUR[ I 5 '1 
Four Types of Buying Behavior 

Source Anapte d frorn Henry Ass:iel. 
Consumer Behav,or dnd Market-
1119 Action (Ao~lo n Kent Publis hing 
Company. t98/J p 87 u ~ed w,th 
PEJrm1ss1on o f the autho r 

Buying Decision Behavior and the Buyer 
Decision Process 
Types of Buying Decision Behavior 
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llu y 1111; lw l, ,, 11 1,,r .Jiff, r . i•, 11 ,dl y (,,, .1 1111" .,( t,,,,t J,f' ., ·•I•, ., 111 ,1rl p l1•,n• ·, f,,,,.,, , , . ,J ,,, 1 

\ I( I .... , .1nJ ,I 111 \I\ ( ,1 ( 'v1ur• ( ,., ,.,,1 .. ): d, ·, l' , JIII I IJ "il l ,dl y 111 v11l v , · t111 ,,,. hu y u t)~ r,,irt,, I 

p.inh .ond rn11r• h11 y , r d , ·lrl ,,•r ,1 t,11n • Ftf:juro 5.4 •,111,w •. 11,, IYJ' ' ' , 11(, ,,11 ,u 1111 r J,u y 
1111-; b, •J,,1 11 11 ,r l>,1so ·,I 1111 ll 11 d• ·;•, 11 •1• nf h 11 y<' r 111 v11l111·111• 111 o1nrl 11,, , J•·gro·•· ,,f .Jiff•·ri-11< ,, , 
,1m1,n1-; hrJnJ ~ 

Complex Buying Behavior 
Con~uml·r~ 11nJnt.ik,· complex buying behavior wh• ·r, th•·y .on· h111hl y ,nv11h ,·d 111 , , 

pun h a,L· and J>L·rc, ·,vt· , ,1-;nif1c,1nt d ,H,·n·nc,·, ,1111,,n;~ 1,r,inds ( "n•,um L· r·, ,n,,y lw low),l y 
,n vo lvl'd w hl'll tlw pmJuct 1~ l' XJWn..,111(•, r, .., ky, purcl1,1·~·d 111/wqu1·n tl y, ,,nd h1i;ld y •;•If · 
l'Xp n , ~, v(• ·1 yp,c ally, th, · cw1·, umn h.i •, muc h '" l• ·.orn abou t th• · pn,d u• l , <1 l1•i;1,ry I or 
l'Xampk·. ,oml'olll· buying" nl·W c,1 r m1;;h t 11111 kn,,w w h.it m,,Ji,J , , <1tlnhut, •..,, ,111d "', ,,._. 
,one, to con s ider or wh,11 p n Cl''> I n 1·x pl'll 

·n,,... buyl'r wi ll P•"' thmu,-;h ,, ll',,rning pron ·'>~, /1r'>t Jl'vl'lnp1111, bl'lwf, Jbflut th• 
produc t, the n at litud1·~, ,md thl·n m .o kL· " thought fu l purrha,,, t hfHCI" M.irkt·tc ,., u ( hr~h 
1nvul 111•mt•nl proc.Juc h mu&t unc.J l' r, t,,nd th t· 1nfo rma l1on-g.:ithl'nn1-; .inJ evJ luat,.,n b•·h .1v -
1or of h 11-;h -,n vol veml'nl con, ume r , ·1 hl'y nl'ec.J to h t·lp buyl'r, l<•,1rn Jbou t produ1 l-< '•"' 
att ribute, a nd tht·ir re l,1 t1Vl' 1mport,111n· Tlll'y nel'd lo c.J1ffl·n: nt1,.1tl' their brJnd', /1•.J tun..,, 
pl' rhap'> by dL·..,cn b ,ni.; anc.J dlu , trat rni.; the hr.md", lwndrl '> lhrmr,-;h p nntl·d promot,on,,I 
m.itl"n a l, o r ,n-dl'p th onlm e mforma l1on a n d 11 1J l"o .., ·1 hey mu.., , mtJ l1 11,, tl· ~Ion· , ,ill''> Pe"pll· 
and tlw buyer', acquamta nn·, to rnflu l·nct· the fm,d b rand chrHn· 

Dissonance-Reducing Buying Behavior 
Dissonance-reducing buying behavior occu,., whl'n rnn , uml'r'> are h 11-;hly 1m·o lvL·J 
w ith .:i n expl'n'>JVe, mfn·qul·nl , or r, ,ky purcha, l· but Wl' l1ttk d11fen·n cl' ,rmon); br,mJ, 
For exampll', con,umc-r& buymg Cdrpl'l1n1, m.iy fiicl' a l111-;h -111volvl'm L·n t den.,,on bL•c.i u,t· 
ca rpl'lmg 1, expen..,1 vl' .ind ..,l, lf-expre,'>IVl· Yet bu yl·r& m.i y cu n.,,dL·r m u, t c.:r rpl' I br,1nJ, 111 
J g 1vc-11 price r ,1ngl' to bl' lhl· ~MTll' In th1, c ,,.,l', bt•c.Ju,t· pern•111l'J b r,,nd d 1ffl'n"llll'' Jn• not 
la ri.;e, buyt·r& m ay ,hup aro und lu ll'a rn wh,1t ".iv,1 ,l,1blt· bu t buy rl'l.:i t, vl'ly q uic kly ·n,l'y 
m ay rl',p o n d pnma nl y lo,, gooJ pnr l' or purch,hl' n11w1·n1l'nc, · 

A ft e r 11-ll' purch.r , 1·, con,umi:r, m11-;ht 1•xp l·n L·11c1: /Jth l p1rr, /uh,' ,1, ,,11111111t ,, (Jfll.'r-..iJ, , 
d1,cnmfor tJ w h t·n th , ·y no t1n· n· rt ,1111 J1 ,,1dv,111l,lgl'' of the p11nh.1, e<l c..rrpd b ranJ nr he,,r 
favorable thing , ,,bout b r..ind, nol p11rrh.r.,,·d fo co u nll'r , uch t1 ,...,on.1 nu ·, tht· m.irke te r' , 
;i fter -, a ll' corrnnu111c,.1 t1on~ sh o uld pn,v1dl· l'\ r<l,·nu· .i nd , u ppllr t tn lw lp um, umi:r, ft·L•I 
good about their b rJnd ch1J1n•, 

Habitual Buying Behavior 
Habitual buying behavior oc c ur, unJL·r , ond1 t1un, of lo w -cu n , umt•r ,nvolvl' ffiL'nt ,mJ 
l1ttk· S1gn1fic,mt brand J 1ffn 1·nc1· I 11r L•x.impl,·. t,rkL· l,11.,11: ,,rl t Co11, 111T1er, h,1 111• ]1 ttll' ,n­
volvl'tnl'nt 111 th ,., produ , I c ,1 lq.;ory - th1·y S1 111ply 1-;u to tiw -. Inn• ..r nd rc'JCh for ,l h r,md If 
thl'y lu!1·p n ·dchu1g fo r tlw ~,.1ml' hr,,nd , 11 1, out n f h ,1b1t r,1 tlwr lh,1n ~l rong br,rnd loy.J lt)' 
Con-.umL'" J PPL'Jr tu ha\' l' luw rn vulvc•mL·nl w ith mo~l low -cr"t, fn·qLwntl y purch,,,, ,J 
prod 11ch 

Slgnrflc.ant cJ1tferenc'l!I 
betweon hrand•, 

High involvement Low ,nvolvernenl 

Compll!x 
buying 

behavior 

Va ne1y­
se.ekmg 

buying behavior 

AJ rtw; 'Jf • • j , . ,..,, to, 

If.A ,,.,,,~,,.~,..orl')').J:t 
UJf ft JT,1' ,..._, I'()'" I , ~ f 

l 1,u1;f)1 h ,1f ld1l{)1 .. . Cl' t , ,,,, 

(J,r'h'rerit 'VDt O" prcxJ )(, I . ... , , ,r111 
~ fl"'OOI: l) 1,1nq a I H ..... ,, u, Qfll ,JII(}, ' ' ' ii 

D1!S!lonance 
reduc ing 

buying b'lhovror 

J 1~t.4d'1 'll.f1,t1al.,,1 

a lu ,1,'or r"lll m cµ tt J ,nd f,' j •1rJ 

1 , ,•ua 1 uu ty:.,: 

Few d1ttere rocos 
be tween brand!l 

Habitual 
buying 

behavior 

I r,A l'l. irr ' , I ii' f,r -,r.rl rt 
·.,, 1<, ,<iv "n/ " ,r(· 



150 Uncie1 s tn•1Ci1ng !I 1p , 1, , . ,,nd Cus 1omer Value 

b havior d oe;, n(J t ; •urner e In such cases, con~ . sequence. Con;,urn . 
. de beha vior d , · i usual belief-att1tu · . bout the bran ;,, l' • 

f · fo rrnanon a b t v ·I· , extensively or in . hty decisions a o u ' " 
acteristics, and rnake w_e1~l involved w ith the pr 
Because they are not h1g _Y n after purch;i :,, 

the choice, eve may not evalua te b 
1
. fs formed by p ;i..,.., 

• I brand e ie 

' HJ ;_,}. tr 

I Jl '-,(-dr, 

c1nd l ha: 
•J ·, tr, h1; 

'm,urn,-r 
th(: bu .. 

World's Best Oatmeal~ 

~?/~ 
ing process uwo ves . which rnay or rnay n,. r 
lowed by purchase beh;ivJOr, 

,rnn;;, f,,. 
,• ,llow1.:d b·. 

eva luation. h ' h lycom.rnittedto ;in _,-l· , 1·J '>, marl,, t1 -
Because buyers are not ig •th few brantl c' i ri ncl:, ufu,r 

l t products w1 ers of low-invo vemen . t romote buying •·,Jtemat11'e]·. . d l promotions O P . · · use price an sa es h ancements to d ifll rent1ate thti· 
dd d ct features or en they can a pro u k d raise involvement 

d f th est of the pac an 
Noth u1g 1.u:to like lhc who\~ gnin goodnc>) of ou r o,11nu.:.1I \'\.'uh .111 ,he 

hc.a.lthy bcncllh \ atictlcs ind CJ)C of prep It\ no wonder BC)t-- ~ Hcd ~fill o.11mol 

,,,on 1hc 2009 Colden Spur1 lc World Porridge M,1 k111s Cli.1mp1oml11p 

bran s rom er h ' s seemingly une<,mp licated a, 
F l take somet mg a or examp e, t ·t brand apart, 13ob ·~ Red M ill add\ 

h fl atmeal To se I s w eat our or O 
· ,, 11 of the baking, g ra in, and Cc· "h t to-goodness touch to a 

..J 
an ones· . ly the best nutriti onal whole grain, real products it makes, usmg on B b' R d 

I ::~ ■--'-'-'-'■ ~~ ~ ;;y_:~ - =-~;;;= . Ii . 
~ 1--~--- ~ ---~ --~- -Ii=- . 

--- - - -.:: _____ ~ --~ . 

. .11 production processes . u ~ e \,1 iJJ and time-honored s tone mi , 
13 I . Id fl our It offers "Ame rica ,, Best ak,:,g doesn 't sell 1ust p am o · . , - ,, · · · f d 'fferentiated wheat flours, ranging frr,m Flours nme varieties o 1 

Unble~ched White Fine Pastry Flour and Super-Fine Cake Flour to 
100% Whole Grain Organic Ivory Wheat flour. • The ,ame goes /11r 
· I b 'll d the World's Best Oatmeal-with 24 va ne':t, its oat111ea - 1 e as . 

· f E t a Thick Ro lled Oats to High Fibe r Oat Bran hot I For dclic lou5l)' rrc.1!1vc o .1trnc.1l rt:cl pc idc.u, go lo boh•,cdollll w,11 l0J!1nc,1 I 

'\.___ --·----------- - -- ____./ 

ranging rom x r 
cereal to Organic Scottish Oatmeal. 

e To raise involvement, Bob's Red Mill adds an "honest­
to-goodness" touch, using only the best whole grains and 
time-honored stone mill production processes. 

Variety-Seeking Buying Behavior 
Consumers undertake variety-seeking buying behavior 1n 
situa tions characterized by low consume r in volvement but ,, ~-Photo Courtesy of Bob's Red Mil 

Variety-seeking buying behavior 
Consumer buying behavior 1n situations 
characterized by low consumer 
involvement but s1grnficant perceived 
brand differences. 

,\uth,n I T1 1e actual purc11ase 1 
I Comment decision 1s part ol D muc11 

nificant perceived brand differences. In such cases, consumt , , 
often do a lot of brand switching. For example, when buying cookies, a co ns umer m: 1 
ho ld some beliefs, choose a cookie brand without much evaluation, and then eval u,11e 
tha t brand during consumption. But the next time, the cons umer might pick anoth, r 
brand out of boredom or simply to try some thing different. Brand sw itching occurs 1 ,r 
the sake of variety rather than because of dissatisfactio n . 

In such product categories, the marketing stra tegy may differ for the market lead, r 
and minor brands. The market leader will try to encourage habitual buying behavior h 
dominating shelf space, keeping shelves fully s tocked, and running frequent remindc r 
advertising. Challenger firms will encourage variety seeking by offering lower pncc 
special deals, coupons, free samples, and advertising that presents reasons for tryiP~ 
something new. 

I large, buying process - from recognizing ~ 
a need through postpurct1ase behavior . . 

II Marl,eters want lo be involved - . The Buyer Dec1s1on Process 
t1,rougl1out \he entire buyer decision I I k d h · fl 

I Now that we have oo e a t t e m uences that affect buyers, we are ready to look at ho1, process / k b · d · · e F' '---- - - - - . consumers ma e uymg ec1s1ons. . . tgure 5,5 shows that the buyer d ecis ion proCt'" 

The buying process starts long belore the 
actual purchase and continues long alter 
Therefore marketers mus! focus on the entire 
buying process not 1ust the purchase decision 

-------

e FIGURE I 5 5 
Buyer Decision Process 

Need 
recognition 

consists of five stages: need recog1u /1on, 111Jon11nt1011 Sl'(lrch, evnliin/1011 of nltemn/1ves, the p11r· 
chase decis1011, and poslp11r~hnse belmv1or. Clearly, the buying process starts long before the 
actual purchase and contmues long after. Marketers need to focus on the entire buy1ni; 
process rather than on the purchase decision only. 

Information 
search 

Evaluat,on of 
alternatives 

r---
1 

Purchase 
decision 

Postpurchase I 
behavior 
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1 
r > 

1 I 1 ... , 11 II t 1f f ht' , ~1 

' I \ 111 , ~ '\ 1 I t 1. 1 I 11 n /\ J j ,, Ir\ 

11 , , 11h l ;~•, , i;:h t I ll lh• · j 'dr 

I 1, ,1\ , I \ I , \1 1 ll ~l' th,· Jll1,cl1 I I ll 

I ti ,· t, 111 11q·, 
1
11,1, , , . 1 ,11 1,•11 11 nocd rccogn1l1on 1'1 ,· l111 y1·1 r, ·, llg 11 1/l:~ .i prob lem 

, 11 111 ·,·, l I It ,· 11 , ,· , I , .1 11 1,,, 11 ,1·,;·:· 1, ·, I I•\ 111 /, 111 ,il /111111 /11V lw 111llH' of tlw pc r~on '~ norm,1 1 

1io•, ·,I •, 1111 1•\,11,qil, ·, 11 11 11 1·.• 1 111 1h 11 ,I r 1~, ... 1,, ,1 I, 1 ,·I h1g l1 1•rwugh t,1 b,·roml' .i drive. 

/\ 111 ·,·d ,.111 .il •.11 I> ,· 111,•,,;,·1, ii h v ,· lf ,•111,rl ·,/ ru111 l1 h,r 1'>.,1mplt·, ,i n ,1dvl'rl1semL'lll or <1 

d 1•,, 11 ·.·,111 11 w ith ., 11 11·11,I 11111;lil 1:• ·I y, n1 1l1111!-. 111 g .1houl hu y1 11g ,1 nl'w C,lr. At this ~t.ige, 

I ii ,· 111.11 k,· t, ·r s l11n ild r,· , ,•,11, Ii, 1111 ~t1m,·r~ 1,1 l1nd llll l wh.1 1 kind s or ll('l'd~ or p roble ms 

.,11·,,·, w l1.il l1111 t1 1•, h t th,·111 ,ll>,111 1, .u,d 1111w th ,•y l,·d 111<' co11 '.> u1m·r tu th is p .irticular 

I 'I"" I 11 ( 

Inf ormallon Search 
i\11 1111 ,·n·,t,•d co11·,1 11111·1 m,1 y 11r m,1y 11111 , ,•.irch for 111ore 1nformiltio11 . If the consumn 's 

d11 v1• 1, ~1n1ng ,ind ., ~., ti,iying pr11d11 L"I i~ 1wi\l" ,11 h,ind, lw o r :,,hl' i:,, likely to buy 11 then. 

II 11111, till' , 111\',t1m,·r m.,y , tllrl' th, · m·,·d 111 ml'mory or u11dl'rt,1kc ;in information search 
n•l,1 t,•d 111 thl' 111·,·d For ,•x,uuplv, 1111 Cl' y1111 ' v,· dP,·ided you nel'<l i1 new car, .i t the least, 

Y"li wil l l' r"h.1h ly p,1y nwn· ,1ill'J1l1on to c,,r ,1d :,,, c.irs ownl'd by fril' nds, ;ind car conver­

s.il111n, . ( )r yo11 m.iy ,h' l1 v1·ly :,,l',1rch onli,w, t,,lk w ith fnL•nds, ,ind g;ithl'r inform;ition in 

11t lw1 w.1y, 
( 'il11:,, 11 1lll'J':,, L',111 ub t,1111 in fo rm,1t ion frnm ,m y of ~evl'r.i l sou rces. These include 

,,,·r , 011 11/ , ,111rr'1', ((,rn1ily, friL•nds, neighbo r:-. , ,icqu.11n l,rncl's) , co111111,·rc1nl sources (ad ­

v,•r t, ~1ng, , ,1'1•:,,1w11pll', dc•alt•r ,rnd m,1nu f,1cturcr wl'b ,ind mobill' sites, packaging, 

d,, ,, l.1 r), 1111/1/ir "111rn·, (m,1s:-. ml'd ia , consunwr ra ting org.1 n iz,1tions, soCial media, 

onli1w " ',1rchl'~ .ind Jll'l~r rl' views), .i nd ,•x11r•ri('IJ / tol , 011rn·, (cx,1m1nmg .ind using the 

product) . Tlw n•l.1t ivt• influl'ncc• of thcsL' 1nform,1tion sourcL'S varies wi th the product 

,1nd th l' b11 y,·r. 

II***** II 

Tradi tion,1lly, consunwrs have received the 

most inrorm,1tion about a product from commer­
d.i l sources-thosl' rnntrulled by the markete r. The 
mosl l' rfL•cti vP sources, hnWL'Ver, tl'nd to be personal. 

Comml'rr i,tl soun:L'S norm.illy 11 yim11 the buyer, but 
pl•rsonal sourcrs ll'g i l i1111zl' or 1•v11 /111111' products for the 

buyl'I'. rl'w ,1dvl'rlising c.1111p,1igns c;in be as effective 
.is .i next-door nl'ighbor IL',rning over the fence .ind 
raving <1bout a wonderful experiL•nce with a product 

you .lrl' con~idL•ring, 

"Their coffee 
restores my faith 

In humanity." 

• Velp's goo! ls "to connect people with great local businesses" by 
colleotlng "Renl Pooplo. Real Reviews." from people who've actually used 

those buslnossos. 

Volp lnr. 

Increasingly, th,1t "neighbor 's ft•nce" 1s a digital 

n,w. Tod;1y, consumL'rs sh.in.' product opinions, im­
ages, ,111d expt•riL·nn•s fredy across soci;il media . 

/\nd buyL'J'S c.in fi nd ,111 ,1bundance of user-generated 
n•vil'WS alongside thL• products thl')' arl' rnnsidering 

.11 s iles ranging irom i\111,1zon.com or BestBuy.com lo 
Yl'lp, TripAdvism, .ind Epicuriom,. • For example, 
Yelp 's go,11 i~ "to connect pcnpll' with gre;i t Joe.i i busi­

lll'SSL•s" by m.1int<1ini11g ,1 hugP, searchable collection 
of ca ndid rL•view:,, from people who've used thost:• 

businessl's, Over the past decade, Yelpers have writ­
ten more than 9() million rcv iL•ws of local restaurants, 
Sl'rViL'l' busine~s, ;iris ,md entert,1inment activities, 

,111d olhl'r scrv1cl' in ci ties <1cross the nation The site 
reC(•ivP~ somL' 89 million un1qul' visitors per month 
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1 , • J us ome1· a ue 1 

Alternative evaluation 
The stage of the buyer dec1s1on process 
rn which the consumer uses information 
to evaluate a lternative brands in the 
choice set. 

Purchase decision 
The buyer 's decision about which brand 
to purchase . 

Postpurchase behavior 
Tl1e s tage of t11e buyer decision process 
in which consumers take further action 
after purchase, based on their sat1sfact1on 
or dissat1sfact1on. 

. . l ser reviews a t -y_ '11 :-i nd Oth 
k . • , 7 h · div1dua u . . , , er see mg reviews and ratings .- Althoug U1 . ften provides a 1 ( .i .~le proct • · . f reviews o llct sites vary \,,_1 ,d e ly in quality an entire body O who've actual!\ - ' hased ~h 

. . . ~~~ -~ assessment-s tra ight from the fingertips of peop 
experienced the product. , areness and kr, ,,, cd ,.,.e of th . . . . . umer saw O e As more mformahon 1s obtained, the cons information search, : - may lea 
availabl e bra nds and features increase. In your car . nu·ght also help \ c• • tu drop c rn b . . Th inf rmation : er-a out several brands that are available. e O 

. •ts marketina m.i >-. !o make pr t · b t design 1 ° os-am rands from consideration . A comp~Y mus should carefully idc nt:1 ) l"onsurners· 
pects aware of and knowledgeable about its brand· It 
sou rces of information and the importance of each source. 

Evaluation of Alternatives . 
w h . t arrive at a set of fmal brand choices 

e ave seen how consumers use information ° f th tis how consu mers · 
Next, marketers need to know about alternative evalua ion, al ' d pro-. d u fortunate y, consumers o not use cess mformation to choose among alternative bran s. n d _ 1 1 . · • ·tuations Instea , severn eva uation a simple and single evaluation process in all buying 51 · 
processes are at work. · · · 

ch It natives depends on the md1v1dua! How consumers go about evaluating pur ase a er 
consumer and the specific buying situation. In some cases, consume~s use careful calcula­
tions and logical thinking. At other times, the same consun:iers do little or _no evaluahng. 
Instead, they buy on impulse and rely on intuition. Somet~mes c~nsumers make buy-mg 
decisions on their own; sometimes they tum to friends, onlme reviews, or sa lespeople for 
buying advice. 

Suppose you 've narrowed your car choices to three brands. And suppose that \"Ou 
are primarily interested in four attributes-price, style, operating economy, and perfo r­
mance. By this time, you've probably formed beliefs about how each brand ra tes on e,ic h 
attribute. Clearly, if one car rated best on all the attributes, the marketer could predict th <1 t 
you would choose it. However, the brands will no doubt vary in appeal. You might b,N' 
your buying decision mostly on one attribute, and your choice would be easy to pred ict 
If you wanted style above everything else, you would buy the car that you think has th,· 
most style. But most buyers consider several attributes, each with different importance. [ 
knowing the importance that you assigned to each attribute, the marke ter could pred ,. 
and affect your car choice more reliably. 

Marketers should study buyers to find out how they actually evaluate brand altn11 
tives. If marketers know what evaluative processes go on, they can take s teps to influen, 
the buyer 's decision. 

Purchase Decision 
In the evaluation s tage, the consumer ranks brands and forms purchase intention 
Generally, the consumer's purchase decision will be to buy the mos t prefem· 
brnnd , but_ two factor_s can co11_1e between the purchase intention and the purchased, ·, 
s1on. The first factor 1s the at'.tt11des of others. If someone important to you thin ks th 
You should buy the lowest-pnced car, then the chances of you b · · uy m g a more expen~, ., car are reduced. 

The second factor is 1111expected sit11aticmal •actors Th f . . .I ' - · e consumer ma y onn purchase 111tent10n based on factors such as expec ted iri - . . Lome, expected priCl', ,1 n,. expec ted product benefits. However, unexpected events h 
1 may c a nge the pure 1,1 ,, inten tion. For examp le, the economy might take a turn for th t . . . e worse a close compc 1 to r mig ht drop its pnce, or a friend might report being d · _ . '. 

1 isappo inted in your fJrefern·, car. Thus, preferences and even purchase intentions d o l . l . . 
1 

I 
. 

1 
· no a ways res ult 10 a n actu ,1 

pure 1ase c 101ce. 

Postpurchase Behavior 
The marke te r' s job does not end when the product · b h 
product, the consumer will ei ther be sa ti sfied 

O 
d
1
~ , o~g~t. After purchasing t <' 

. . r rssatished and ·11 gage 1n postpurchase behavior of mteres t to the mark t WI wi en • · f" d . c e er. lat determine - hether th t:' buyer is sa tis fi ed or d1ssatJs 1e with a purchase? Th . s w . · e answer 1 · h I f ·hi p between the co11s 11111cr's expeclalion s and the product' . · ies m t e re a 10115 d 
· h s perceived per•ormanc If the pro · uct fa lls short of expec tations, t e consumer is disa . . _J' e. . 

ppomted; if 1t meets expectation~, 
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------------ ·-

S tdi 5 f tAc t io:1 
the c11n,urn"r ,, ,.~t1,fil'd , ii it P Xu' (•d ~ c< pt'Ctdti or,,-,, the 

rons ,m1 ,'1 1s dt'l1gh :ed The J,irger lht> negative g.i p IJe­

tw,·en LXp<'c l 1 t1<,n~ .ind ~w rio rmancc, the gn.'dler t11e u111-

sumer's d 1~~,1(1 sfc1 ct ion . Th is suggC'•;ts ihut se ll ers •d1L>u ld 

prom ise ori/y whd t the ir br,mds c;in J e ii v<'r so that buyC'rS 

a re S il tis h ed 

Almost all major purchases, however, result in cogni­

tive dissonance, or discomfort caused by postpurchase 

conflict. After thC' purchase, consumers are satisfied with 

the benefits of the chosen bra nd and are glad to avoid the 

dravvbacks of the brands not bought. However, every pur­

chase involves comprom ise. So consumers feel uneasy about 

acqui ring the drawbacks of the chosen brand and about 

losing the benefits of the brands not purchased. Thus, con-

sumers feel at least some postpu rchase d issonance for every 

purchase. 
Why is it so importan t to sa tisfy the customer? 

Customer sa tisfaction is a key to building profitable 

re lationships with consumers-to keeping and growing 

consumers and reaping their customer lifetime value. 

Satisfied customers buy a product again, talk favorably 

• Postpurchase cognitive dissonance: Postpurchase customer 

satisfaction is a key to building profitable customer relationships. 

Most marketers go beyond merely meeting the customer 

expectations-they aim to delight customers. 

to others about the product, pay less attention to compet­

ing brands and advertising, and buy other products from 

the company. • Many marke ters go beyond merely meet­

ing the expectations of customers-they aim to delight 

customers. 

DusiVShutterstock 

Cognitive dissonance 

Buyer discomfort caused by 

postpurchase conflict. 

A dissatisfied consumer responds differently. Bad word 

of mouth often travels farther and faster than good word of 

mouth. It can quickly damage consumer attitudes about a company and its products. But 

companies cannot simply wait for dissatisfied customers to volunteer their complaints. 

Most unhappy customers never tell the company about their problems. Therefore, a com­

pany should measure customer satisfaction regularly. It should set up systems that e11co11r­

age customers to complain. In this way, the company can learn how well it is doing and 

how it can improve. 

By studying the overall buyer decision process, marketers may be able to find ways 

to help consumers move through it. For example, if consumers are not buying a new 

product because they do not perceive a need for it, marketing might launch advertising 

messages that trigger the need and show how the product solves customers' problems. 

If customers know about the product but are not buying because they hold unfavorable 

attitudes toward it, marketers must find ways to change either the product or consumer 

perceptions. 

( Author I Here we look at som-e -J -The Buyer Decision Process for New Products 
/ Comment special cons1derat1ons 1n 

I new product buying dec1s1ons We now look at how buyers approach J!1e purchase of new products. A new product is 

' ---- -- ----- ----- a good, service, or idea that is perceived by some potential customers as new. It may have 

been around for a while, but our interest is in how consumers learn about products for the 

first time and make decisions on whether to adopt them. We define the adoption process 

New product 
A good, service, or idea that is perceived 

by some potential customers as new. 

Adoption process 
The mental process through which an 

1nd1vidual passes from first hearing about 

an 1nnovat1on to final adoption . 

as the mental process through which an individual passes from first learning about an in-

novation to final adoption, Adoptio11 is the decision by an individual to become a regular 

user of the product.28 

Stages in the Adoption Process 
Consumers go through five stages in the process of adopting a new product: 

Awareness. The consumer becomes aware of the new product but lacks information 

about it. 

Interest. The consumer seeks information about the new product. 

1 
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· . the new product ni ,1 , ::,ense. 

'd ,hether tryrng I 

e FIGURE 5.6 
Adopter Categories Based on 
Relative Time of Adoption of 
Innovations 

New product marketers olten 
Jargel innovators and early 
adopters. who in Jurn influence 
later adopters 

Ev11/11ntw11 . The consumer cons1 ers"' all scale to improve 7 1 , ' 
1w r estimate 

duct on a sm Tnnl . The consumer tries the new pro 
of its value. d Jar use of the new;• ncl uct. . ke full an regu Adoption The consumer decides to ma t help con·,umer 

id think about how O s move 
This model suggests that marketers shou f' d that many consu me rs dre consid-

'f mpany m s ff l · through these stages. For example, 1 a co . ne it might o e r sa es pnces or · bout buying O ' ering its products but are still tentative a h decision hump. To he] p car buyers 
special promotions that help get consumers over t e . meltdown in 2008, Hyundai of. . . f il • the economic pas t purchase-deos1on hurdles o owrng . d buyers who financed or leased new 
fered a unique Hyundai Assurance Plan. It prorrused .th no harm to their credit rating if 
H d . 1 tld th at no cost an w1 yun a1s t 1at they cot return _em f h H undai Sonata surged 85 percent 
they lost their jobs or incomes within a year. Sales O t e Y 
in the month following the start of the campaign. 

Individual Differences in Innovativeness 
. oducts In each product area, there People differ greatly in their readiness to try new pr · d d ,, · · ,, 1 d t O ther individuals a opt new pro ucts are consumphon p10neers and ear y a op ers. . 

· · · d t t gories shown in • Figure 5,6 29 much later. People can be class1f1ed into the a op er ca e · 
As shown by the curve, after a slow start, an increasing number_ of p_eople adopt the new 
product. As successive groups of copsumers adopt the innovation, it eventually reaches 
its cumulative saturation level. Innovators are defined as the first 2.5 percent of buyers to 
adopt a new idea (those beyond two standard deviations from mean adoption time}; the 
early adopters are the next 13.5 percent (between one and two standard deviations); and 
then come early mainstream, late mainstream, and lagging adopters. 

The five adopter groups have differing values. Innovators are venturesome-they try 
new ideas at some risk. Enrly adopters are guided by respect-they are opinion leaders in 
their communities and adopt new ideas early but carefully. Early mainstream adopters are 
deliberate-although they rarely are leaders, they adopt new ideas before the average per­
son. Late mainstream adopters are skeptical-they adopt an innovation only after a majorill' 
of people have tried it. Finally, lagging adopters are tradition bound- they are suspicious 0i 
changes and adopt the innovation only when it has become something of a tradition itsr li 

This adopter classification suggests that an innovating firm should research the clu ·­
acteristics of innovators and early adopters in their product ca tegories and d irect ini t ·I 
marketing efforts toward them, 

Influence of Product Characteristics on Rate of Adoption I 
The characteristics of the new product affect its rate of adoptio s d I . n. ome pro ucts catc 1 , •' almost overnight. For example, Apple's iPod iPhone a11d 1·p d fl ff • , 1 I ' , - a ew o retai lers s 1e , • 

\Lagging adopters 
100 : 16% 

f 
GI .. !Late mainstream 

i 34% 
a, 75 0 

"Cl 
IV 

ii j Early mainstream ... 
50 0 I 34% 

GI .. 
ftl 
~ 
UI 

::,!! 25 0 
.... -

Innovators 
2.5% 

0 

Time of ad t· op ion of innovation 
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,it ,H\ ,b l\' ll lhlt1 ~,, •· , : ~ ''- 1 ,, , , 1.. , -.c ·,- · , dt h ·d l )tlh' r-.. t.11-..e ,1 l<1nge r lrnw t L) 

~~Jtin ,1 L'UTl,llh', ' ,} ( 1 ' 'I , I I \.: ~ , .' \ c',• I - 1 ll~l f ,' ll l h'l'd 111 l hL' Urnkd St.::i t('-, 1n 

2!1 lt1. k,._-\ b\ mo1..kl - .... , ,l .!' • l ·,, r1 l, 1, 11..~ llh' [,·~I 1 \1lh.id :-i I ·h)\\'L' 'L'r, ck<:tnc \ C'-

hiclc-~ ~ti ll ,1l'l'tnin t lu1 1.1 1 l...., . r l 1•' : · 1. ,. \ " 1 , :'' l t1Ld l ~- ,1 utomnl11k· , ,,IL,,. lt wdl l1k.ely be 
~'L',,r~ or e, ·en dL'L',l l k::> bl'I Li t,· ti1 ,, . , ,y'., : .l .t' 1--,1-..\)it n t'·p t1w,T c d c<1r~ . ii 

Fin :' ch,11'.::lcl t•n~tic:-; ,~ ! ,' l'"t ·~·· , ,111\ l ,' \t'' '' t.111 l ii' 111fll1L' ll1...' i11s ,l n ll111l)\ c1tion' -., ro te of 
,,d option. Fur e, ,1 mrl t' , cl1n-..1 1..k 1 tlw 1..h .-r.1..:kn:--tic~ t1f ;i ll-1..'kc lri(, d 1ide::- in rl'l,1hon ln 
th1::•ir r,1lC' of ,HioptiL'll 

R.clntil'c ,1rlrn1 tlt1St'. Thl' dl'grL'L' IL'" hL<. h thl' inm)\' ,l t t\)fl ,1ppears supL•rior lo C\.isting p rod­
ucts. All-t'lcctric cc1r~ rl'quirl' !ll) g,1:, .rnd u~c cle,m , less (ust l>· enersy. This will accelera te 
the ir rate of adoption. 1-lov;c, ·L'r, the>· h,1, L' li m ited driYing r.:rnge b t'frm:' recharg ing c1nd 
co~t more initi,1lly, whi( h will ~lu\V the ,1doption rc1te. 

Co111p11ti[1i/i t_t/. The dl'gree to vvhich the iru1n,·ation fi ts the values and experiences of p o­
tential consumers. Electric cars ,1rl' dri,'L'll the same \\·,1y as gas-powered cars . Howe,·er, 
they are not compatible vvith the na tion 's current refueling netvvork. Plug-in electric 
charging stations arc fev,1 and ft1r between. Increased adoption ""ill d epend on the devel­
opment of a national network of rech<lrging stations, w hich may take conside rable time. 
Co111plexit_11. The degree to which the inno\'ation is difficult to unders tand or u se. Electric 
cars are not different or complex to dri,·e, which will help to speed up adoption. How ­
ever, the ''conceptual complexity" of the new technologies and concerns about how well 
they v,1 ill likely v,,ork slow down the adoption rc1te. 

Oivi:;;iliility. The degree to which the innm·ation may be tried on a limited basis. Consum­
ers can test-drive electric cars, a positive for the adoption rate. However, current high 
prices to m,vn and fully experience these nev,, teclu,ologies will likely slow adoption. 
Co1111111111icnbility. The degree to which the results of using the iru10Yation can be ob­
served or described to others. To the extent that electric cars lend themseh·es to demon­
stration and descripti011, their use v,1 ill spread fas ter among consumers. 

Other characteristics influence the rate of adoption, such as initial and ongoing costs, 
risk and uncertainty, and social approval. The new product marketer must research all 
these factors when developing the new product and its marketing program. 
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